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Overview
• Most utilities in the State of Washington are required to offer their 

customers a voluntary green power option.

• BEF is a supply partner with all of the utilities in the Puget Sound 
region, including Puget Sound Energy, Seattle City Light, 
Snohomish County Public Utility District, and Tacoma Power.

• Belo Marketing Solutions, an affiliate of the region’s largest TV 
broadcaster (KING 5, an NBC affiliate), solicited the utilities’ and 
BEF’s interest in a green power public information campaign.

• Seattle City Light declined to participate.  The remaining partners 
agreed to collaborate in the campaign.

The campaign succeeded in increasing program participation 
dramatically:  The rate of signups almost tripled (relative to 
previous year), overall participation increased by over 40%, all
from a three-month campaign.



Background Market Research
• Belo conducted a survey in October 2003 for benchmarking 

purposes.

• The survey indicated:
– 15% said they knew what green power is
– 63% of those were correct
– Biggest motivation to use green power was:

• cleaner air (28%)
• environment (16%)
• predictable costs (15%) 
• infinite supply (12%) 
• “feel good” (8%)

– Biggest reason not to use green power -- by far -- was “can’t afford”

• Other survey results were particularly interesting . . .



Background Market Research
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Benchmark Survey Question:  
"Does your utility offer a green power option?"



Background Market Research
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Benchmark Survey Question:  
"If your utility offered a green power option would you choose it?"



Conclusions from Benchmark Survey

• Noreen King, Belo Marketing Solutions:

“The market research indicated that customer awareness of green 
power programs was pretty limited, but interest in green power 
was very high.”

“This provided an excellent opportunity to create a coalition to
work on a public service campaign to further engage the public 
and inspire a positive response.”



Elements of the Campaign

The campaign included:

• A 30-second television spot designed to reach about 2/3 of 
Western Washington television viewers

• A permission-based e-mail campaign distributed to about 80,000 
registered users of the KING 5 website

• Press releases and associated media coverage, including a story 
placed on KING 5’s “Evening Magazine” show

• Utility bill inserts, distributed to over 1 million utility customers in 
the region, some of them two or three times

• A promotional gift pack including two bags of coffee and a mug 
from long-standing BEF customer Batdorf & Bronson Coffee 
Roasters



The Television Spot

Courtesy:  Vision Quest



The Web Campaign

This Tile Advertisement Was on the KING 5 
Web Site for the Duration of the Campaign



The Web Campaign

Clicking on the KING 5 Tile 
Advertisement Took 
Visitors to This “Splash” 
page.  Customers Clicked 
on The Logo of Their Utility 
(or BEF) for Further 
Information.



The Web Campaign

Each utility created 
its own landing 
page.

Here is PSE’s . . .



The Web Campaign

Here is part of Snohomish 
Public Utility District’s . . .



The Web Campaign

And, here is part of the landing 
page for Tacoma Power!

BEF and Batdorf & Bronson 
also created custom landing 
pages for the campaign.



The Bill Inserts
Each utility designed and 
distributed a special bill 
insert for the campaign



Batdorf & Bronson’s Contribution

The campaign partners all agreed that Batdorf & Bronson’s 
contribution of 3,000 coffee “gift packs” was an important 
factor in driving customers to sign up

QuickTime™ and a
TIFF (Uncompressed) decompressor

are needed to see this picture.



Total Media Delivery
Media exposure included:

• Television spots:  almost 15 million impressions

• E-mail campaign:  about 80,000 messages

• KING 5 homepage:
– About 5 million impressions
– About 1,600 “click-throughs”

• Utility bill inserts:
– About 2 million for PSE (multiple inserts for some customers)
– 294,000 for Snohomish PUD
– 170,000 for Tacoma Power

• And press releases, distributed to a media list of about 2,600



Utility Program Participation

9,700

13,000

1200

2100

500 900

0

2,000

4,000

6,000

8,000

10,000

12,000

14,000

Puget Sound Energy Snohomish PUD Tacoma Power

Number of Customers Enrolled in Utility Programs, 
Before and After (April 2004 - August 2004)

Before
After



Bonneville Environmental Foundation
133 SW Second Avenue, Suite 410

Portland, OR  97204
(503) 248-1905

tomstarrs@B-E-F.org
http://www.B-E-F.org

For More Information, Please Contact:

Tom Starrs


